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An AICPA publication for the local firm
ACHIEVING YOUR POTENTIAL (Part III)
Each of us has an environmental self-image and 
comfort zone, and most of us tend to feel anxious 
when we deviate from the picture we have of our­
selves and try to get back to where we believe we 
belong. It is natural to move toward something 
with which we are comfortable, but this self-im­
posed environmental comfort zone becomes a lim­
iting force when we begin to stretch ourselves 
with new goals.
The previous article on achieving your poten­
tial (December 1979) describes some of the physi­
cal results of leaving a comfort zone. We all have 
to leave our comfort zones from time to time and 
most of us have experienced these symptoms. Cur­
rently, perhaps changes in the profession are af­
fecting some practitioners, or perhaps anxiety is 
being caused by their firms moving into new areas. 
Or again, moving staff people into partnership po­
sitions can cause stress, not only to the staff mem­
bers themselves but also to present partners.
Whatever the reasons, if we choose to make 
meaningful and lasting changes in our environ­
ment (new position, different work, new income, 
etc.), the changes must first occur in our imagina­
tions and then work their way into reality. These 
changes cannot be imposed from outside. If we 
don’t create a new environmental picture of our­
selves, we will try to re-create the existing picture 
in whatever situation we are in (in order to feel 
comfortable). This will limit our performance.
The key to changing one’s environment is to 
first change one’s environmental self-image. If we 
can each vividly imagine ourselves (in the first per­
son) doing, being and having the things we truly 
want, over and over, we will be using positive 
imagination to change our subconscious pictures 
of ourselves. Once our subconscious accepts the 
new image and expectations, our creative subcon­
scious will go to work to make them come into 
reality.
You will find that the changes you want will be 
achieved faster than you ever thought possible if 
you intentionally use your imagination to
□ Form a mental image of the positive change 
you want.
□ Build a positive expectation of the change 
you want.
□ Mentally and emotionally prepare yourself 
for the change by anticipating what it will be 
like.
As an exercise, you might like to make a list of 
five or six things you want to do or have. Then, 
follow these suggestions to begin changing your 
environmental self-image.
□ Get a clear picture of the things you want.
□ Imagine the result in vivid, specific detail.
□ Clarify what needs to be done in terms of 
time, money, effort, risks, etc.
□ Consider what possible temporary setbacks 
may need to be overcome.
□ See yourself (in the first person) actually ex­
periencing (with senses and emotions) the 
desired result.
□ Repeat the experience over and over.
□ Lock-out all negative or conflicting opinions 
(I can’t do it), pictures (that’s not like me) 
and emotions (I feel out of place).
What’s inside ...
□ The economic arguments relating to adver­
tising, p.3.
□ Bill on SBA loan program, p.4.
□ Big increase coming in social security bene­
fits, p.4.
□ Using video programs in a local firm, p.5.
□ A potpourri of Institute offerings, p.6.
□ Client Bulletin continues growth, p.7.
□ Letting your staff know about your firm’s 
employee benefits, p.8.
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As soon as your environmental self-image 
changes, you will begin to accomplish the environ­
mental changes you want. However, you must con­
trol what you visualize in order to change your 
self-image. Seldom do people exceed their own ex­
pectations, and if they do, generally they then fail 
because they have already achieved their goals.
How to goal-set in a practical way
The first thing to do is to examine your present 
life-style (the big picture) to determine if your 
various goals are balanced. You cannot goal-set in 
only one direction to the extent that other valued 
parts of your life are under-emphasized or unbal­
anced. It is not possible to hold conflicting 
thoughts without creating emotional disharmony. 
The spiritual, social, educational and personal as­
pects of marriage, family, physical and mental 
health, vocation, job, recreation, community serv­
ice and retirement should all be considered. You 
can do this through
Constructive images. Don’t picture what you 
don’t want or what you are trying to avoid because 
you will move toward it. Instead, concentrate on 
visualizing a positive, constructive goal. For ex­
ample, don’t goal-set to stop losing your temper. 
Set a goal to see yourself as relaxed, calm and 
poised. It is important to be constructive. To 
achieve this, you need a
Clear image. How can you picture success or 
yourself as a good parent, leader, speaker, etc.? 
You can’t—it's too vague. You must define what 
you want in terms of what it actually means to be 
able to do something (lead others) or be some­
thing (a good parent). If you do not have a clear 
image of yourself accomplishing the goal, you will 
most likely be unable to bring it into reality. The 
clearer you can visualize the picture of what you 
want, the faster you will accomplish your goal.
Accomplished—result. In order to change our 
subconscious pictures, it is necessary to visual­
ize the outcome as though the goal has been ac­
complished. When you do this, you are changing 
your picture of reality. If you visualize something 
in the future, you won’t change your picture at all.
If you can clearly visualize the result, you open 
your reticular activating system to key informa­
tion which will get you moving toward that end 
faster than you ever thought possible. Once you 
learn to program your subconscious for what you 
want, you must have
Accountability. If you turn over the account­
ability and responsibility for achieving your goals 
to other people, your chances of success are not 
very good. The attitude you must have if you are 
to bring your goals into reality should be, “If it is 
going to be me, it is up to me.’’ Accountability is 
vitally essential, which leads to the matter of
Time limits. Although some goals automatically 
have time restrictions, it is best to avoid time 
frames because they can cause you to
□ Press if you are not getting close to accom­
plishing your goal.
□ Procrastinate. If you see your goal as far off 
in the future and set a specific time in which 
to attain it, you probably won’t take steps 
that could help you attain it sooner.
By clearly visualizing the outcome you want and 
by following the other steps outlined, you will find 
yourself achieving results faster than if you had 
time constraints. If you are not getting the results 
you want in a timely fashion, look to your own per­
sonal commitment to these goals. It is likely that 
you see yourself in a “have to’’ or “should do’’ 
position instead of a “want to’’ one.
Confidentiality. It is best to reveal your goals 
only to those who can help you realize them be­
cause people will tend to place obstacles in your 
path or press you to get something accomplished.
Update your goals regularly, and continually 
look for new points of departure. Don’t shut out 
spontaneous possibilities by thinking you have ar­
rived. Constantly stretch yourself, and project 
ahead when you see you are about to reach a goal.
You should set goals just as high as you can 
honestly see yourself accomplishing them. Remem­
ber, seldom does an individual or a group exceed 
its own expectations.
Adapted from material supplied by the Pacific In­
stitute, Incorporated, Seattle, Washington.
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The Economics of Advertising
While the issue of media advertising for CPA firms 
appears to be settled in favor of advertising, the 
question remains as to whether or not advertising 
is beneficial to all CPA firms.
CPA firms are economic entities and, as such, 
should evaluate the merits of advertising based 
on relevant microeconomic theory. The decision 
should be a rational economic one.
The economic arguments of advertising revolve 
around three major issues:
□ Information versus persuasion. Proponents 
argue that advertising educates and informs 
consumers, thereby making markets more 
competitive than they otherwise would be.
The opponents of advertising argue that 
it persuades rather than informs consumers, 
thereby distorting preference patterns.
□ Efficiency versus waste. Proponents argue 
that advertising familiarizes consumers with 
markets and thereby broadens markets, per­
mitting large scale production at lower cost.
Critics reply that advertising encourages 
artificial product differentiation and results 
in a waste of resources.
□ Competition versus concentration. Propo­
nents argue that advertising encourages com­
petition by exposing consumers to compet­
ing products.
Opponents reply that it increases the pro­
pensity of monopoly power, because large 
firms may be able to afford continuous adver­
tising more easily than new or small firms.
These arguments can be depicted graphically. 
In the following exhibit, the average cost curves 
for CPA services are shown in their usual U-shaped 
configuration. The curves have a U-shape because 
of scale economies causing unit cost reduction as 
output expands. The initial output and price are 
at points (a) Q1 and AC1, respectively.
Proponents state that advertising increases the 
demand for the product and allows scale econo­
mies, permitting the firm to operate at point (b). 
Point (b) has output, A2 and price, AC2. AC2 is a 
lower unit cost than AC1, although AC2 is on a 
higher average cost curve than AC1. Therefore, the 
price per unit of output has decreased from AC1 
to AC2, and output has increased from Q1 to Q2.
The opponents of advertising argue that it raises 
costs to AC3 with little or no change in output at 
point (c). Point (c) has output, Q1 and price, AC3. 
AC3 is a higher unit cost than AC1, and no change 
in output is depicted. Therefore, the unit price has 
increased from AC1 to AC3, but no change in out­
put is observed.
Let’s take another look at these three issues.
Information versus persuasion
Institutional advertising focuses on the dissemina­
tion of information about the (CPA) profession in 
general, and the advertisements do not contain the 
implication that a particular CPA firm is any better 
than another CPA firm. This type of advertising 
appears to educate and inform consumers, en­
abling them to make more intelligent choices re­
garding accounting services, thereby increasing 
competition for the consumer’s dollar.
Opponents argue that consumers will be per­
suaded to utilize more services and/or higher 
priced services than needed, thereby distorting 
preference patterns.
Individual CPA firms must evaluate the costs of 
advertising versus the benefits to be derived from 
it regarding the information versus persuasion 
argument. Not all firms will arrive at the same 
answer. If the individual CPA firm perceives adver­
tising to be beneficial, then the assumption must 
be that clients (and potential clients) will respond 
to the advertising. That is, the clients’ preference 
patterns will change based upon the advertising.
Efficiency versus waste
Advertising by CPA firms will familiarize con­
sumers (clients) with the services offered by CPAs. 
This increased familiarization is intended to 
broaden the market for CPAs’ services by increas­
ing the number of people who will recognize the 
value of the services offered. The CPA firms cap­
turing this growth of clients will allegedly enjoy 
scale economies through increased output result­
ing in increased economic efficiency both for the 
CPA firm and for the client.
The opposing view is that this advertising and 
growth concept encourages artificial product dif­
ferentiation among CPA firms. That is, within a 
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reasonable range of services offered, there is little, 
if any, difference between CPA firms. By advertis­
ing specific claims to fame, CPA firms are attempt­
ing to draw a distinction that does not necessarily 
exist. If no difference exists, then any resource 
usage to create differences must be a waste in an 
economic sense. Economic waste occurs if the CPA 
firm could have used a different, less costly ap­
proach to generate the same business.
Competition versus concentration
The proponents of advertising assert that the edu­
cation of consumers and the resulting broadening 
of the market causes increased competition. They 
assume that advertising by CPA firms will, in fact, 
cause a reduction in the unit cost for the same 
service or cause a higher quality service to be 
generated because of this increased competition.
Opponents argue that large CPA firms will be at 
an advantage because of their ability to afford 
continuous advertising. The possibility of in­
creased concentration of an industry into fewer 
and fewer firms is viewed as a negative conse­
quence of advertising.
Institutional advertising by the CPA profession 
is, and was, not intended to increase competition 
among CPA firms. However, for an individual firm 
to perceive any value in this type of advertising 
there should be measurable benefits.
Specific advertising by a CPA firm must also 
have measurable benefits to that firm. The key 
variable in determining the effectiveness of spe­
cific advertising is to establish the goals sought. 
Only the individual firm can decide how competi­
tive to be in specific advertising if, in fact, adver­
tising is chosen as the competitive tool most effec­
tive in achieving the goals.
-by Terry L. Campbell, DBA, CPA, CMA 
University of Central Florida
Bill to Simplify SBA Loans
A bill has been introduced in the Senate that 
would simplify and consolidate all business lend­
ing of the Small Business Administration. In intro­
ducing the bill, Senator Gaylord Nelson (D-Wis.) 
said the bill provides for a single SBA financing 
program with flexible maturity, a $750,000 ceiling 
and a revised interest rate. All SBA loan programs 
would be combined so that potential borrowers 
would be concerned only with obtaining a loan, not 
the statutory provisions of a particular loan.
Social Security Benefits to Jump
By law, cost-of-living adjustments in social se­
curity benefits are based on the average monthly 
increase in the consumer price index during the 
first three months of the calendar year, compared 
with the average for the similar period for the 
previous year.
Because the index has risen so steeply in 1980, 
it is likely that social security benefits will rise at 
least 14 percent in June—the biggest increase 
since automatic cost-of-living adjustments took 
effect in 1975. According to a projection by Towers, 
Perrin, Foster & Crosby, a firm of management 
consultants, a 14 percent increase would swell so­
cial security outlays by $15 billion to $123 billion.
Under the projected adjustment, the average 
payment to already retired individuals would in­
crease in June from $295 to $335, and the maxi­
mum primary benefit to 1980 retirees would rise 
from the current $570 a month to $650.
To date, the following adjustments have been 
made in payments in relation to the previous year.
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Smile, You’re on Candid Camera!
Just as the use of computers is now spreading to 
smaller firms, even to individuals, so it seems is 
the use of videotape equipment. Norman & Evans, 
Ltd., Phoenix, Arizona is an example of such firms. 
In fact, they believe strongly that, whatever the 
organization, there is probably a place in it for a 
videotape program.
Jim Norman of Norman & Evans, Ltd., says 
that video programs are an excellent educational, 
training, communicational and public relations 
tool. For example,
□ For educational purposes, video cassette 
tapes can be purchased on a variety of busi­
ness, technical and motivational subjects; 
and blank cassettes can be used to record 
meetings, seminars and interviews and to 
practice speeches and presentations.
□ In training, routine jobs and procedures can 
be recorded on videotape and presented 
again and again, with no deviation in the 
quality of presentation.
□ Communication is aided by a “video jour­
nal." Tapes can be made of staff trips, dem­
onstrations and meetings attended, and of 
speeches given by various people.
□ Public relations can be made more effective 
through use of a tape describing the firm’s 
products and services.
How do you start your own video program?
The first thing, Mr. Norman says, is to decide 
where and how you will use the tapes. Then you 
must determine what type of equipment will be 
needed for you to meet your objectives. Finally, 
you should appoint someone to be in charge of the 
program and make this person responsible for 
purchasing the equipment. And here’s a helpful 
tip. Some local colleges offer classes in video— 
good both for training current employees and for 
finding prospective ones.
What equipment do you need?
Mr. Norman suggests at least two videotape re­
corders (VTRs), one of them portable; and a port­
able camera with a zoom lens. Then you will need 
extension cables, external microphones, a tripod, 
a wall mount for the camera, a regular television 
monitor, various adaptors, cords, connectors, ear­
phone devices and a mobile storage cabinet.
The camera’s zoom lens helps in taking close­
up shots and in bringing distant action closer, 
and Mr. Norman says that simple copying and 
editing can be done on the VTRs. Apparently, 
black and white cameras can often be used with 
available indoor lighting, but special lights are 
usually required for color cameras.
He has two ideas for taking portable equipment 
into the field—waterproof plastic suitcase covers 
to protect against moisture and a foldup luggage 
carrier (with wheels) to help transport the equip­
ment.
What does this all cost?
Norman & Evans, Ltd. spent just over $6,200 on 
the equipment. The basic portable items—camera 
and recorder—cost over $2,900 between them and 
the VHS recorder was $1,300. The cassettes and 
sundry articles accounted for the remainder.
The costs don’t stop there, though. Over a one- 
year period, the time-related costs associated with 
evaluating, testing and learning how to operate 
the equipment, and the costs of various meetings, 
interviews and seminars came to $3,800.
Mr. Norman says their video program is one of 
several projects in the firm to find better ways of 
communicating and teaching accounting and fi­
nancial planning subjects. He says his experiment 
with video grew more out of his involvements with 
Toastmasters International and as an instructor 
in a CPA review course than from the CPA practice.
Norman & Evans, Ltd. now has approximately 
54 hours of videotape, some of which was devel­
oped in-house and at seminars, while some was 
purchased. They have all of the AICPA’s Video­
Flex™ programs and consider them very effective. 
Mr. Norman is full of ideas for new video pro­
grams such as
□ How to operate the computer.
□ How to operate the word processor.
□ How to answer the phone and handle people 
and prospective clients.




□ Preparing tax returns.
□ File organizational techniques.
□ Use of dictation equipment in CPA work.
□ Business letters.
□ Resumes of employees, consultants, etc.
□ Profiles of clients.
Mr. Norman thinks the use of video will con­
tinue to grow, particularly as more and more em­
ployees acquire compatible equipment and can 
view the tapes at home. Editing the tapes is a 
difficult and expensive process and the production 
of programs for outside use is not something a 
small firm such as Norman & Evans can attempt. 
However, joint work on programs or sharing pro­
grams with other local firms is a possibility. If 
you’re interested, why not contact Mr. Norman at 
3550 N. Central Ave., Phoenix, AZ 85012?
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A Potpourri of Postseasonal Events
With the hectic activity of the tax season receding 
to a more normal business pace, this is the ideal 
time for practitioners to think about the meet­
ings, conferences and seminars they wish to at­
tend and the CPE courses they wish to take during 
the summer months. The AICPA’s practice man­
agement conferences are described elsewhere in 
this issue. However, if practice management is not 
your main interest at this time, you might wish to 
consider some other Institute offerings. For ex­
ample, do you have several banking clients? You 
do? Then how about this one?
□ National Banking School Program
In cooperation with the University of Vir­
ginia’s McIntyre School of Commerce, the 
Institute will hold its first national bank 
school on June 2-4 at the University’s Char­
lottesville campus.
Designed for partners and managers of 
local and regional firms with commercial 
bank clients having up to $75 million in as­
sets, the program is aimed at providing prac­
titioners with a better understanding of the 
regulatory, operating, tax and compliance 
areas of commercial banking.
Tuition is $450 and room and board about 
$125. For further information contact Jo­
seph Bartley in the AICPA’s CPE division.
No, you say, that’s not really what you want. 
Besides, you can’t get away that week anyway. It 
seems you have read something somewhere, late­
ly, about the fabulous opportunities in expanding 
services to present clients, and you were thinking 
more along the lines of providing management ad­
visory services. Really? Then, think about this.
□ National MAS Training Program
Sponsored jointly by the Institute’s CPE di­
vision and the University of Texas, the third 
annual AICPA National MAS Training Pro­
gram will be held the weeks of June 15-20 
and June 22-27 at the University’s Austin 
campus.
The first week’s program will develop con­
sulting skills for practitioners with less than 
two years' experience in MAS, whether or 
not their firms have formal MAS depart­
ments. Some of the major topics to be cov­
ered include engagement planning, sched­
uling, conduct and documentation; systems 
design and implementation; analytical and 
problem solving processes; and small busi­
ness consulting.
The second week’s program is for MAS 
practitioners with two to three years' pro­
fessional experience. They will receive train­
ing in designing and implementing a finan­
cial planning and control system for small 
business clients. Among the subjects to be 
discussed are organizational structure, prof­
it planning and control concepts, manage­
ment of risk, and performance reporting and 
control.
Instruction will consist of lectures by ex­
perienced practitioners as well as small 
group application sessions led by the Uni­
versity of Texas Graduate School of Business 
faculty members.
Tuition for each week’s program is $650 
and the cost of room and hoard is $275. For 
further information, contact Stacy Kos- 
mides at the AICPA.
That’s not it either? Your head is still reeling 
from trying to cope with all the changes in and 
complexities of the tax code. You never want a tax 
season like that again—must be better prepared 
next year. Well, what about attending something 
like this?
□ National Tax Education Program
The fourth annual tax education program— 
cosponsored by the AICPA and the Paton 
Accounting Center, University of Michigan 
Graduate School of Business Administration 
—will be held June 29 to August 2 at the 
University.
Divided into four week-long sessions, the 
program offers comprehensive instruction at 
specific levels in various aspects of federal 
taxation:
(1) Basic Level I, June 29-July 5—Tax re­
search, basic concepts, responsibilities 
in tax practice, practice before the IRS 
and special problems in individual in­
come taxation.
(2) Basic Level II, July 6-12—Corporate tax­
ation and income taxation of property 
transactions.
(3) Intermediate Level III, July 20-26— 
Closely-held corporations, employer-em­
ployee relations, estate and gift taxes, 
and income taxation of estates and 
trusts.
(4) Intermediate Level IV, July 27-August 2 
—Partnerships, subchapter C and con­
solidated tax returns.
The fee is $575 for one week; $1,075 for 
two weeks. For more information, contact 
Pat Jackson at the AICPA.
Still not tempted? No. It’s not tax lessons you 
want; it’s a way to get back some of the money 
you had to pay the government this year—despite 
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your knowledge of tax planning, savings, shelters 
and the like. You sometimes feel you might just 
as well get a job with the government, you spend 
most of your time working for “them” as it is. Are 
you really serious? Because if you are, the Insti­
tute has just the thing for you.
□ National Government Training Program 
Held under the auspices of the AICPA and 
the Association of Government Accountants, 
the 1980 National Governmental Training 
Program will consist of two four-day ses­
sions in two locations: September 22-25 in 
Baltimore and November 17-20 in Phoenix.
The program will be centered on the con­
cepts and techniques of governmental ac­
counting, auditing and financial reporting 
practices and procedures. Subjects to be 
covered include compliance auditing, finan­
cial auditing and reporting, and grant man­
agement and auditing.
Tuition is $500. For further information, 
contact Pat Jackson.
Still nothing? These offerings don’t appeal to 
you? No. You have a lot of knowledge and experi­
ence in running an accounting practice that you 
would like to share with others — if only there 
were an outlet for. ... Is that right? Read on.
□ The Practicing CPA wants to hear your ideas 
on ways to make running an accounting 
practice easier. Just jot down a few words 
and send them to us.
Client Bulletin Continues Growth
Thanks to the almost 4,000 practice units that sub­
scribe to the CPA Client Bulletin, this monthly 
newsletter has become the Institute’s most widely 
circulated publication: over 370,000 clients now 
receive it.
The Bulletin was conceived several years ago 
primarily for smaller firms that did not have the 
time, inclination or the resources to develop their 
own client newsletters. It is designed to help firms 
strengthen their relations with clients, to generate 
new opportunities for expanded services and to 
enable the firm to keep in touch with clients by 
providing them with useful material—especially 
during those times when services are not actually 
being performed for them.
The material is directed to the medium-size and 
smaller companies and to the financial interests 
of executives.
Members who have reported that the Bulletin 
has become an integral part of their client rela­
tions program, are using it in a number of differ­
ent ways:
□ Mailed as is to clients with a business card 
or a covering letter.
□ Used as a wraparound for a firm report to 
clients, which might include information 
about the firm, local tax deadlines, state 
legislation, etc.
□ Imprinting the firm’s name and address on 
the Bulletin—arranged locally.
□ Using the articles in the firm’s own client 
newsletter (with attribution to the AICPA, 
as required under the ethics code and to 
protect our copyright). A new policy permits 
firms that subscribe to the minimum charge 
to receive three sets of proofs “ready for 
camera” in lieu of copies of the Bulletin. 
They can then incorporate any, or all, items 
in their own client letters without having to 
reset type.
The minimum charge for the Bulletin is $100 
a year, which includes 50 copies of each monthly 
issue (less than 17 cents per client a month). Additional 
copies are available in lots of 25 at $25 a year for 
each lot.
For further information on how you can use the 
Bulletin in your client relations program, contact 
Art Lodge or Rod Parnell at the Institute.
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An Employee Benefit Program Certainly 
Helps Your Employees, But do They Know?
When firms spend sizable sums of money on bene­
fits designed to attract and hold good people, it 
would seem obvious that the money is being 
wasted if employees are not aware of all the bene­
fits that are coming their way. However, according 
to many industrial relations experts, this indeed 
is often the case.
How do you let your staff people know about the 
paid sick days, insurance coverage or whatever 
else you offer? A number of ways are available, 
such as describing the benefits at the employment 
interview, in the employee manual, on a bulletin 
board, or by announcements or pay envelope 
inserts.
If you have an employee publication, a brief 
article in each issue can explain one benefit. It 
should describe what the benefit provides, how 
it should be used—rules, time limits, etc., and 
other provisions.
The Employee Retirement Income Security Act 
requires that workers be notified each year of the 
status of their coverage under a retirement pro­
gram. You can get additional mileage out of this 
communication by giving more than bare-bones 
information.
For example, some firms incorporate ERISA 
data into fairly elaborate annual reports to their 
employees. This data includes the extent of vest­
ing, insurance coverage, death and disability bene­
fits accrued, unused vacation days, etc.
The value of firm-provided benefits is usually 
expressed in dollar amounts that show what the 
various benefits would have cost employees in 
after-tax dollars if they had to purchase them. 
Some firms also show what the out-of-pocket costs 
are to the company. And, in addition to supplying 
data that applies only to the individual, the annual 
report to employees can contain relevant financial 
information about the CPA firm.
Preparing the appropriate financial information 
about a company is a service that you can perform 
for clients. And should you or your clients decide 
not to undertake all of this job yourselves, there 
are communications firms that will undertake to 
draft an employees’ annual report and print the 
personal computerized data for each employee.
Clients and potential clients are generally recog­
nized as being important to your public relations. 
Don’t overlook your employees; they are your 
most important asset.
American Institute of Certified Public Accountants, Inc.
1211 Avenue of the Americas
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